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Abstract 
As in most categories of products, female body is also used in automobile advertisements as a sexual appeal. Although there are 
many studies regarding to the effects of the use of female nudity in print-ads, there is no consensus whether it affects advertising 
effectiveness positively or not. The presence of a scantily clad female model may also affects the perceived and objective 
specifications of the product that is being advertised. This study aims to find out whether the presence of a partially nude female 
model in automobile print-ads in Turkey causes a difference in perceived product speed, value, appeal and quality. 
Keywords:perceived quality, perceived value, sex in advertising, advertising effectiveness; 
1. Introduction 
The use of sex to sell products can be chased back to 1850s. Sexual imagery and promises of sexual fulfillment 
are used to sell a wide variety of products for over a century(Reichert, 2003). The use of sexual appeals, commonly 
as human bodies, has increased in the last decades. As a result of this augmentation, research on the effects of the 
use of sex in ads has also soared. In 1950s, researchers attempted to bring together psychology and marketing and 
tried to explain why we buy on Freudian perspective and they focused on the effects of unconscious motives 
(Sivulka, 2012). These studies can be counted as the initial approaches to explain the use of sexuality in advertising.  
According to Reichert and Carpenter based on content analysis of magazine advertisements, the use of 
sex in advertising has increased from 1983 to 2003. The findings of the study indicate that female models were more 
explicitly dressed in 2003 (49%) than 1993 (40%) and 1983 (28%)(Reichert & Carpenter, 2004). Although sexuality 
is used as a tool for achieving overall success in advertising, the number of academic studies is not enough to clarify 
its effects. Current studies are primarily focused on its effects on brand recall and purchase intension but 
unfortunately not much studies exists examining its effects on product evaluation. The aim of this study is to find 
out whether the presence of a partially nude female model in automobile print-ads in Turkey causes a difference in 
perceived product speed, value, appeal and quality. 
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2. Literature Review 
Nowadays, nudity is used in public media in many purposes since it is attention-getting and catchy by its nature. 
The existence of female nudity in media is so familiar that it is nearly impossible to imagine how the popular culture 
would be without it and now it is hard to believe that it was not like that once. Display of woman sexuality is not 
only the result of pornography and the rise of the popular culture in the last 50 years, but also a part of the art 
movement ongoing for centuries. The only thing that has changed in the last century is evolving technology that 
allows these images to surround us (Kilbourne, 2003).Nudity, especially woman nudity, is commonly used in 
n daily life we are exposed to 
tens of print-ads in which woman body is used as sexual appeal. There are many academic researches examining the 
effects of the use of woman body as sexual appeal but unfortunately there has been no consensus on it. 
In 1968 Smith and Engel had a research examining the effects of the presence of physically attractive models in 
print-ads on perceived product characteristics. According to the study, the subjects evaluated the automobile livelier, 
more appealing, youthful and better designed if a physically attractive female modelexists in the advertisement. 
Unexpectedly the results were the same for both male and female subjects. In other words, both genders evaluated 
the automobile as being more expensive, faster, less safe and more powerful (Baker & Churchill, 1977). 
Bello, Pitts and Etzel (1983)examined the effect of controversial sexual content on communication effectiveness 
of advertising messages in three dimensions; interest in commercial, affect toward product and purchase intent.The 
results of the study suggest that the controversial sexual content in commercial does not improve effectiveness but 
makes the commercial more interesting. Furthermore, presence of controversial sexual content affects the processing 
of advertising messages for male respondents.  
While some studies assert that the use of sexual appeals in print-ads increases brand recall(Alexander & Judd, 
1978;Chestnut, LaChance, & Lubitz, 1977;Richmond & Hartman, 1982;Scigliampiglia, Belch, & Cain, 
1978;Steadman, 1969;Weller, Roberts, & Neuhaus, 1979),Lombardot (2007) claim the opposite. Furthermore, some 
studies indicate that the existence of nude or partially nude models in print-ads affects attention-getting positively 
and brand recognition negatively(Belch, Holgerson, Belch, & J., 1982;LaTour, 1990;Lombardot, 2007). 
As in most categories of products, female nudity is also used in automobile advertisements as a sexual appeal 
aiming to cause a difference between the objective and perceived specifications of the product. The aim of this study 
is to determine if the presence of female nudity in automobile print-ads causes a significant difference between the 
perceived characteristics of the products and if so, to find out the direction of the diversity. In course of the study, 
the subjects were divided into two groups and one of these groups was exposed to automobile print-ads with woman 
nudity while the other was exposed to the ones without any sexual appeal. Each respondent evaluated each of the 
automobiles in the ads by its value, speed, desire fullness and quality. The analyses focused on the perceived 
specifications of the automobile between these two types of ads.  
3. Methodology 
In course ofthe study, subjects were exposed to print-ads of 6 different automobiles and they were asked to 
evaluate each automobile regarding to its value, speed, appeal and quality. During the ad elimination process, 2 
print-ads had been chosen for each automobile model; one containing a partially nude female model and one without 
any model or sexual appeal. The selected automobile models were Audi R8, Maserati Gran Turismo, Kia Rio, 
Hyundai ix20,Mini Cooper and Fiat 500. These automobile models were selected since they are highly popular and 
well-known within their segment in Turkey.  
Data collection process was made over internet via Webropol online survey website. Two different 
questionnaires were uploaded to the system, one of which was consisting of ads with a model and the other was 
without it. Each unique IP number was limited in order to respond the survey once so that each subject responded to 
only one of these surveys.  
The questionnaire links were advertised on social platforms, on forums and by direct e-mailing and the 
respondents were chosen randomly. 190 subjects responded to the survey with ads including nudity and 202 subjects 
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to the one without nudity. The extreme values are eliminated with SPSS 20 program and finally 350 cases (175 
exposed to ads with nudity, 175 without nudity) were included to the analysis.  
The questionnaire consisted of totally 52 questions and included 4 demographic questions. The perceived product 
specifications were measured by 8 questions for each automobile model including 2 factors consisting of 3 questions 
in each and 2 open-ended questions for its value and speed. These two factor scales which were used for measuring 
perceived appeal and quality were taken from www.marketingscales.com website. 
4. Hypothesis 
H1: The presence of a scantily clad female model in automobile print-ad causes a difference in perceived value of 
the product 
H2: The presence of a scantily clad female model in automobile print-ad causes a difference in perceivedspeed of 
the product 
H3: The presence of a scantily clad female model in automobile print-ad causes a difference in perceivedquality 
of the product 
H4: The presence of a scantily clad female model in automobile print-ad causes a difference in perceived appeal 
of the product 
5. Results 
The findings regarding to the difference between objective and perceived specifications of the selected 
automobiles are stated in Table.1. As seen in the table, the perceived values for aforesaid cars are similar to 
objective values except for Maserati GT and Audi R8.In terms of perceived speed, however, some difference can be 
realized between objective and perceived speed for all of the automobiles. 
Table 1. Objective/Perceived product specifications comparison table 
 
    ObjectiveSpecs. 
  Perceived Specs. 
      With Model Without Model 
Automobile   Value (TL) Max. Speed (km/h)   Value (TL) Max. Speed (km/h) Value (TL) Max. Speed (km/h) 
Hyundai ix20   30,000 167   38,166 202 35,609 199 
Kia Rio   34,750 183   33,594 199 30,925 197 
Fiat 500   37,300 160   40,005 199 35,925 194 
Mini Cooper   63,223 204   59,195 211 57,227 213 
Maserati GT   642,469 301   382,000 297 378,737 297 
Audi R8   645,570 302   287,620 286 269,584 284 
Table 2. Kolmogorov-Smirnov normality test results table 
 
  K-S Normality Test Sig.* 
Z Score Value 0.002 
Z Score Speed 0.159 
Attractiveness 0.212 
Desire 0.205 
Quality 0.146 
Segment 0.246 
Want to try 0.091 
Wanted 0.255 
* H0: Data is normally distributed 
As mentioned in the methodology the perceived speed and value are measured with open-ended questions. In 
order to standardize these open-ended questions, the Z-Score of each question is saved as a new variable before 
Value and 
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-parametric 
tests are used for  
After testifying the normality of the data, factor analysis for related variables is performed. As stated in Table.3 
KMO value for the dataset is 0.804 which is satisfactory to proceed a factor analysis. In addition to this, the 
Bar 95% confidence interval, meaning that the correlation matrix is not an identity matrix. 
Furthermore, measured sampling adequacy stated in the anti-image matrix, is over 0,6 for each of the variables 
which is needed to perform a satisfactory factor analysis. 
Moreover, 6 connotations that are included to the factor analysis, are distributed into two factor. The factor 
loadings regarding to this distribution, are also given in Table.3. The first factor is consisting of 3 connotations; 
wanted, desire and attractiveness. And the other three connotations are distributed as the second factor. The first 
After factor analysis, reliability 
 while 0.887 for 
.  
Table 3. Factor analysis results table 
 
  KMO Barlett's Test Sig. 
Anti-Image Matrices MSA 
Value 
Factor Loadings 
  Factor 1 Factor 2 
Wanted 
0.804 0.000 
0.756 0.909 -0.267 
Desire 0.743 0.895 -0.348 
Attractiveness 0.867 0.87 -0.266 
Want to try 0.940 0.295 0.899 
Segment 0.803 0.341 0.877 
Quality 0.779 0.401 0.609 
Table 4. Results of the hypothesis tests 
 
  
Levene's Test Sig. Independent Samples T-Test Sig. Mann-Whitney U Test Sig. 
Z Score Value - - 0.005 
Z Score Speed 0.007 0.451 - 
Appeal Factor 0.104 0.14 - 
Quality Factor 0.646 0.243 - 
Value Audi R8 -  -  0.218 
Value Fiat 500 -  -  0.001 
Value Hyundai ix20 -  -  0.000 
Value Kia Rio -  -  0.008 
Value Maserati GT -  -  0.903 
Value Mini Cooper -  -  0.211 
Speed Audi R8 -  -  0.898 
Speed Fiat 500 -  -  0.254 
Speed Hyundai ix20 -  -  0.579 
Speed Kia Rio -  -  0.798 
Speed Maserati GT -  -  0.991 
Speed Mini Cooper -  -  0.538 
Groups : With Model vs. Without Model 
The results of the hypothesis tests are given in Table.4. For variables distributed normally Independent Samples 
T-Test is used as a parametric test and for the others Mann-Whitney U Test. As appeared in the table the presence of 
scantily clad female model causes a significant difference in perceived value of the product. In other words, all 
hypotheses except H1 are rejected. Results of further analysis carried out on automobiles individually shows that the 
presence of a sexual female model causes a significant difference on perceived value only for three cars; Fiat 500, 
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Kia Rio & Hyundai ix20 (Table.4). As seen in Table.1 these three automobiles are the cheapest ones considered in 
the current study.  
6. Discussion 
The results of the current study shows that the presence of a scantily clad female model in automobile print-ads 
causes a significant difference only in the perceived value of the product and it has no significant effect on perceived 
speed, quality and appeal. Furthermore, talking about the individual automobile models, female nudity affects 
perceived value significantly only for the cheapest three automobiles considered in the study. In other words, the use 
of sexual appeals affects the perceived value only if the automobile is relatively cheap. This situation may be 
explained with the sexiness of the automobile. The subjects tend to perceive cheaper cars less attractive and these 
cars may gain sexiness with the use of a scantily clad female model in print-ads. In contrast, expensive cars are 
already considered as attractive cars and they are evaluated so sexy that the presence of a nude female model in ads 
does not affect their perceived value. This result reveals the question that there may be a correlation between 
objective value of the automobile and the effects of sexual appeal objects used in print-ads.There may be a positive 
correlation between perceived value and sexual appeal until a climax in objective value and beyond this point the 
model may not affect the perceived value. This is an unexpected but expressive result and needs to be considered in 
further studies.  
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